UserGenerated Content and
How to Make It Work for You
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DoubleClick - GoogleAdSense
Ofoto - Flickr
BritannicaOnline - Wikipedia

Personalvebsites - Blogging
Domainname speculatior - Search engine optimization
Pageviews - Costper click
Screen scrapin - Web services
Publishing - Participation
Content management systen - Wikis
Directories - Tagging
Stickiness - Syndication
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Examples of UGC

A Email, Forums, and online communities

A Blogsindividual Corporate Media

A Easy to publish

A Comments enable 2vay conversation

A Social currency: links
A Wikis:Universal Niche Internal

iaL ¢l &aG6SR 0KS ¢gK2fS | ¥
A Social NetworksPersonalProfessional
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http://coolcatteacher.blogspot.com/
http://www.edelman.com/speak_up/blog/
http://www.tmz.com/
http://www.wikipedia.org/
http://www.curriki.org/xwiki/bin/view/Main/WebHome
http://www.myspace.com/
http://www.linkedin.com/

Why do | care?

A Online newspapers Usergenerated content,
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booster.

Unigue Audience For Top 10 Online Newspapers and tB&g Pages
(U.S., Home and Work; UA x000)

Dec2005 Dec2006 YOY Growth
Top 10 Online 27,371 29,94( 9%
Newspapers
Blog Pages within 1,217 3,77¢ 210Y

Online Newspapers
Source: NielsenMetRatings January 20C

A The world is watching asore recent effortgoll out.
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http://www.usatoday.com/tech/science/space/2007-06-10-atlantis-repairs_N.htm?loc=interstitialskip
http://time-blog.com/swampland/

Why do | care?

A Social Networks Traffic skews toward student
age groups.

Demographic Profile of Visitors to Select Social Networking Sites

Percent Composition of Total Unique Visitors, August 2006

Total U.S. 7 Home/Work/University Locations

Source: comScore Media Metrix

Percent (%) Composition of Unique Visitors
Total Internet MySpace Facebook Friendster Xanga

Unique Visitors

(000) 173,407 55,778 14,782 1,043 8,066

Total Audience 100.0 100.0 100.0 100.0 100.0
Persons: 12-17 9.6 11.9 14.0 10.6 20.3
Persons: 18-24 11.3 18.1 34.0 15.6 15.5
Persons: 25-34 14.5 16.7 8.6 28.2 11.0
Persons: 35-54 38.5 40.6 33.5 34.5 35.6
Persons: 55+ 18.0 11.0 7.6 8.1 7.3
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Why do | care?

A Photobucket As of September 2006, 50% of
t K2 (2 0 taffi¢ camae@ramMySpace
helping it to outpace Iits competitdtickr.

Clear Sites | | Compare Sites |

photobucket.c m flickr.com
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http://photobucket.com/mediadetail/?media=http://i0006.photobucket.com/albums/0006/pbhomepage/icons/mondayal340x246-2.gif&searchTerm=icons&pageOffset=0&browseAction=search&ref=home
http://photobucket.com/mediadetail/?media=http://i0006.photobucket.com/albums/0006/pbhomepage/icons/mondayal340x246-2.gif&searchTerm=icons&pageOffset=0&browseAction=search&ref=home
http://www.myspace.com/missjyun
http://www.flickr.com/

Why do | care?

A Estimated number UBased internet users:

178,079,000 / month
A Wikipedia unique users:

49,632,000 / month  (27%)

(SourcecomScoréMediaMetrix, April 2007)
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A Web 2.0¢ style educational web sites
| TeacherTube
I Curriki
i ePALS
i2 A1 ALISRALI X
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http://www.teachertube.com/
http://www.teachertube.com/
http://www.curriki.org/xwiki/bin/view/Main/WebHome
http://www.epals.com/

Fundamental Best Practice:

Know where the
action Is,

Then Get Your Content There
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A Yahoo A Apple

A TWX/AOL A CNET

A Google A Adobe

A Microsoft A Gorilla Nation
A Fox/MySpace A WalMart

A eBay A AT&T

A Wikipedia A Target

A Amazon A Expedia

A Ask A UnitedOnline
A NYTimes A Facebook.com
A Weather Channel A Lycos

A Viacom A Monster

(SourceromScoreMediaMetrix, Rank byinique visitors, April 2007)
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The Long Tall

A AOL users visits to sites: December 1997

RAHKED SLOPE = 1

500 1000 1500 2000 2500 3000 0 2 4
b £ 10 10 10
number of users rankof site

(Source:LadaAdamic HP Labs)



Most of the action Is out In the tall

"We sold more books today
that didn't sell at all yesterday
than we sold today of all the

books that did sell yesterday
-- Amazon.com Employee

Least popular: Web sites, Yahoo! Groups, MySpace Pages, Books
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http://upload.wikimedia.org/wikipedia/commons/8/8a/Long_tail.svg

What are they doing?

A By the numbers (September, 2006)
I Blogs: 13% of all web traffic!
I Web Email: 9.7% of web traffic
I Shopping: 7.2% of web traffic

I Social networking: 4.9% of web traffic
(SourceHitwise)



Are users really contributing?

A Yes but not as often as one might think.
I 80{20 (Pare}o Pringiplez says 80%vof )
aO0O2yaSldzsSyoOSaeg 0O2YS T NJ
I Not so in Web 2.0.
A By the numbers:
I 0.2% of visits to YouTube are uploads
I 0.16% ofrlickrvisits are uploads
I 4.56% of Wikipedia visits are edits

(SourceHitwisdTime)
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Where do they come from?

S e a.rC h Portals Blogs Aggregators

Broadcast

Traffic Source Print Media IT Media
=garch Engines 2. 26% 16.99% 41.58%

Portal Frontpages 4 949, 17.03% 11.90%
Drudge Report 2 10% 2 06% 0. 24%

Googie News 1.99% 1.42% 1.18%

Yahoo! News 0. T1% 1.06% 0.25%

Total Traffic from Top 3

News Aggregators 4. T9% 4.54% 1.67%

Sources of US upstream traffic to News and Mediacaibgories, March 2007.
(SourceHitwise)
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Google Referrals

Categories' Upstream Visits from Google

30.0%

//—/'v/—\/\ 28.38%
25.0%
20.0%

15.0% __.—-—'—'_'_'_'_._._H_H_ e e 15,439

T
%
10.0% o —— 9.07%
5.0%
Dn'ln I 1 1 1 1 1 1 1 I 1 1 1

Mar Apr May Jun Jul Aug Sep Oct MNov Dec Jan Feb Mar
'os 'O& 'O6 'O 06 'O& 'O6 '0O& 'O6 'O6 'OF '07  'O7
M 'Health and Medical' Industry Average M Travel' Industry Average
M 'Shopping and Classifieds' Industry Average
W 'News and Media' Industry Average 'Entertainment’ Industry Average
M 'Business and Finance' Industry Average )

Monthly upstream % from 'www.google.com’, based on US usage, 'E':' hlt.WISE

Creatad: 04/12/2007, @ Copyright 1998-2Z007 Hitwise Pty Ltd,  The power of competitive inteligence
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Emerging Upstream Traffic Source

Start Pages Soclal Networks
A Live.com A MySpace

AiGoogle A Facebook

A My Yahoo A Friendster

A Netvibes A LinkedIn

A Pageflakes A etc.



http://www.google.com/iGoogle
http://www.live.com/
http://www.google.com/iGoogle
http://my.yahoo.com/
http://www.netvibes.com/
http://www.pageflakes.com/
http://www.google.com/iGoogle
http://profile.myspace.com/index.cfm?fuseaction=user.viewprofile&friendID=168200815
http://www.facebook.com/
http://www.linkedin.com/

Referraldrom MySpace

11 25 11 2% 08 22 06 20 03 17 01 15 29 12 26 09 23 07
FEE FEE MAR MAR APR APR HAY MAY JUN JUN JUL JUL JUL AUG AUG SEP SEP OCT

B *SHOPPING AND CLASSIFIEDS® INDUSTRY AVERAGE M 7HUSIC® INDUSTRY AVERAGE
B PTICKETING® INDUSTRY AVERAGE M APPAREL AND ACCESSORIES® INDUSTRY AVERAGE
B *VIDEO AND GAHMES® INDUSTRY AVERAGE AUCTIONS® INDUSTRY AVERAGE

CHART OF THE WEEKLY UPSTREAH % FROH *HHH.HYSPACE.COM?.
TIHE PERIODS REPRESENTED WITH BROKEN LINES INDICATE INSUFFICIENT DATA.
GENERATED ON: 10-13,2006, COPYRIGHT 2006 () *HITHISE PTY LTD?.
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Fundamental Best Practice:

Know where the action Is,

Then Get Your
Content There.



Search: How It works

A Crawling and Indexing:
| Start with Yahoo.com

I Fetch each link
| Store terms, links In a table (reverse index)

I Weight terms

A Querying:
I Look up links that match a term
I Sort the resulting list



Influencing factors: SEO

Al 2yiuSy i ceawleblE 6S d
A Links inPageRank
I Number of links
I Quality of referring link
I Textin the link and the title
A Terms on the page
I Title, metadata etc.
i bSSR G2 SEIFIOGfe& YIGOK GKS dza SN
I Usergenerated comments really help!
A Best practice:
I Amazon(Crawling, UGC)
I Wikipedia(Linking)
AtlIFTAR {SI NOKX®
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http://www.amazon.com/Time-Butterflies-Julia-Alvarez/dp/0452274427/ref=pd_bbs_sr_1/105-9065344-0406033?ie=UTF8&s=books&qid=1181583071&sr=8-1
http://en.wikipedia.org/wiki/The_Long_Tail

Site Search

A Mini-web search with a limited data set?
A Best practice: Browsing based on metadata

aFl OSGacé
I Time.com(Endeca
A Optimize based on use.

A Be careful that links are still available to the
search engines!

A Meta-search: search the search engines.
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http://www.time.com/

Help your users help you.

A Encourage linking:
I Britannica.com:Link to this article

A Encourage syndication:
I RS3$neans presence In readers, Start pages

A Encourage embedding:
I YouTubeShare this video
I MySpacewidgetsgalore; Slide RockYou
I ClearspringViralwidget syndication services
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http://www.britannica.com/ebc/article-9372469
http://coolcatteacher.blogspot.com/
http://www.youtube.com/watch?v=Ynf9BFG8u1Y
http://profile.myspace.com/index.cfm?fuseaction=user.viewprofile&friendid=43992143
http://www.slide.com/
http://www.rockyou.com/
http://www.clearspring.com/
http://www.time.com/time/business/article/0,8599,1614751,00.html

Increase The Value of a Placemer

A Contextual relevance
I Fool.comWidgets powered bylediaRiver

A Research studies show:

I Contextual search can outperform expert
searchers. (Source: Budzik and Hammond 2000)
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(Source: IDC)
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http://caps.fool.com/Video.aspx
http://caps.fool.com/Video.aspx

Contextual Search: How 1t Works



